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ABSTRACT 

The purpose of this study was to determine consumer behavior towards purchases 
on social commerce in Indonesia. Research is quantitative using theories from 
previous studies. Statistical analysis was performed using Multiple Linear Regression. 
The data was collected using an online questionnaire on a sample of users who had 
made transactions and accessed social commerce as many as 161 people. Data 
analysis in this study using SPSS v25 software. The results of hypothesis testing show 
that the variable E-WOM, Customer Satisfaction, Trust, Social Existence, and Quality 
Information have a significant effect on consumers' efforts to make purchases, while 
variable sharing and social support have no effect. 
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1. INTRODUCTION 


The growth of the internet is increasingly fast, allowing everyone to easily communicate, and 
not only communicate, but transact with each other anytime and anywhere with people all 
over the world. Because of this convenience, a phenomenon arises where people no longer 
shop through conventional stores, but through online shopping or what can be called E- 
Commerce. Worldwide e-commerce revenues reached nearly 1,183 billion US dollars in 2016 
and are expected to continue to increase [35]. In Indonesia, E-Commerce sales reached 10.9 
billion USD or around Rp 1.477 trillion in 2017 [38]. This shows that Indonesia is a country 
with high E-Commerce growth. With the growth of social media usage now increasing, the 
number of social media users worldwide in the year 2018 is 3.196 billion, up by 13% year-on- 
year [34]. 
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With the increasing use of social media, many companies think they can provide 
opportunities to reach consumers easily. Everyone does a lot of activities on social media, 
such as viewing photos, sharing content, interacting with each other through chatting, and 
even buying and selling goods. At present, social media site networks are one of the trends for 
interacting with each other for sellers and buyers [1]. This trend is what drives the creation of 
a new paradigm in e-commerce, also called social commerce. Social commerce is defined as 
part of e-commerce. Social Commerce provides social interactions, such as sharing 
information, networks, and collaborating to facilitate communication between consumers [2]. 
However, this social commerce trend is not recognized by most people, and is it true that the 
social commerce concept which is a buying and selling activity using social media technology 
[3]can make consumers have the intention to buy. According to Marketing Week, 56% of 
those surveyed who like and follow a product brand on social media only want to see their 
products, and 35% do it only to find ideas when they want to shop for the next product [36], 
but do they actually have intention to buy on the social media. Previous research related to 
social commerce explained the factors of how consumer behavior for intention to move from 
e-commerce to social commerce [4], while research [5] analyzed the influence of social 
commerce characteristics on consumer trust. Research conducted by [6] proposes a model of 
the influence of support and social relations on intentions on social commerce. There is still 
little research related to consumers' intention to buy on social commerce. Do consumers only 
move from e-commerce to social commerce, but there is no intention to buy. This study 
examines research models from previous studies related to purchase intention, so the model 
tested in this study uses models that have been tested in previous studies and have had a 
positive influence on consumers' intention to buy. This research will use surveys that are 
disseminated to the people of Indonesia. 

2. LITERATURE REVIEW 
2.1. Social Commerce 

Social commerce is a concept that starts to emerge as the development of social media. 
Because social commerce is a new business model, there is a lot of literature that explains 
many definitions of social commerce. Whereas according to [7] social commerce is an 
activity that combines business and commercial / advertising into one that utilizes social 
media to support social interaction between users in helping to conduct online transactions. 
[3] also suggested that social commerce is a buying and selling activity using a social media 
technology platform. [8] said that the concept of social commerce is a concept of word of 
mouth that is applied to e-commerce. [5] explained that social commerce is a new business 
model of the development of e-commerce that is driven by social media (for example: Social 
Networking Sites) that facilitates the purchase and sale of various products and services. 
Based on the above definitions, it can be concluded that social commerce is a development of 
e-commerce that utilizes social media as a means of communicating in making purchases and 
sales. However, according to [1], it is explained that social commerce is the integration of 
capabilities from social media into e-commerce that is not limited to catalog and product 
based, but the evolution of e-commerce that can carry out social interactions such as 
consumers can rating between consumers or other sellers, can share video content, products to 
other users, can do live chat, and there are online forums. Thus it can be concluded as a whole 
that social commerce is an evolution of e-commerce that can carry out social interactions in it, 
and is supported by social media to support these social interactions, so that it can help users / 
consumers in buying and selling various kinds of products and service. 
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2.2. STUDY LITERATURE 

In this study, the writing of a research model on the intention to buy or buy from several 
literature studies sourced from national journals and international journals is the basis for 
research models by combining models from several influential factors in prior research. In 
this study there were specific quantities of each study shown in table I. 


Literature review 


Reference 

Significant factor 

[10] 

Tmst, Social Presence 

[11] 

Sharing, E-WOM 

[12] 

Customer Satisfaction, Information Quality 

[13] 

Customer Satisfaction 

[14] 

Customer Satisfaction 

[15] 

Tmst 

[16] 

Social Presence 

[17] 

Tmst 

[18] 

E-WOM 

[19] 

Social Presence, Social Support 


3. THEORETICAL ANALYSIS 
3.1. Research Model 

This study will use a model that is formed based on the factors that influence Purchase 
Intention in previous studies that have been discussed in chapter 2. The research model is to 
examine the factors of intention to buy on social commerce in Indonesia which consists of 
several indicators and variables that can be seen in Table II. 


Indicator variabel 


Variable 

Variable Indicator 

References 

Sharing^ SH) 

SHI: Pay attention to the product / page that is shared 

[9] 

SH2: Share product/pages 

SH3: Product/pages shared 

E-WOM{ EW) 

EW 1: See the number of reviews 

[20] 

EW2: Comments / reviews can be trusted 

[21] 

EW3: Read other people's comments 

EW4: Give comments / reviews 

Customer Satisfaction (CS) 

CS1: Product 

[33] 

CS2: Response 

[22] 

CS3: Design Website 

Trust (TR) 

TR1: Trust in products and services 

[23] 

TR2: Trust in information 

TR3: Worth to be trusted 

Social Presence (SP) 

SP1: Interaction with other users 

[4] 

SP2: There is information from other users 

[10] 

Social Support (SS) 

SSI: Informational Support 

[4] 

SS2: Emotional Support 
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Variable 

Variable Indicator 

References 

Information Quality (IQ) 

IQ1: Information Relevancy 

[24] 

IQ2: Information Accuracy 

IQ3: Information Update 

Purchase Intention (PI) 

PI1: Intention to repurchase in the future 

[10] 


PI2: Recommendations to others 

[25] 


PI3: Repurchase from previous seller / vendor 




Analysis Model 

The hypothesis data analysis technique used in this study was multiple linear regression. With 
the aim of knowing the relationship between the dependent variable and the independent 
variable, where there are two or more independent variables. In this study there were 7 
independent variables and 1 dependent variable. The independent variables are sharing, E- 
Wom, customer satisfaction, trust, social presence, social support, and information quality, 
while the dependent variable is purchase intention. With the equations of multiple linear 
regression as follows: 

Y = a + ftXi + /? 2 X 2 + /? 3 X 3 + &X 4 + £ 5 X 5 +/? 6 X 6 +/? 7 X 7 +e . (1) 

The formula of the regression equation at (1) will be followed by a f-test, and if after it has 
been found that the variable has a significant effect, then a t-test will be conducted for each 
variable. 

4. RESULTS AND DISCUSSIONS 

4.1. Results 

In this study, the questionnaire was distributed to a number of respondents online and there 
were 161 respondents' data to be studied in accordance with the calculated numbers by the 
sampling method in chapter 3. A total of 161 respondents who filled out the questionnaire had 
fulfilled the requirements by accessing or doing purchase transactions on social commerce 
sites namely tokopedia, bukalapak and shopee. Then the questionnaire data were analyzed 
using multiple linear regression analysis 
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4.1.1. Validity Test 

Test the validity of this study by determining the value of the coerrelation pearson coefficient 
of each indicator on each question with the total score of the question. Validity test for each 
variable indicator is done with spss v25. In this validity test if the value of r count > r table, 
then each indicator on that variable is declared valid. R table is known in this study with 
degrees of freedom (df = n-2), because the questionnaire in this study 161, r table of 159 with 
a significance error of 5% (0.05), which is 0.1547. The results of R count can be seen at table 
HI. 


validity test 


Variable 

R Count 

R table 

Validity 

Sharing 

SHI 

0,749 

0,1547 

Valid 

SH2 

0,807 

SH3 

0,734 

E-WOM 

EW1 

0,751 

0,1547 

Valid 

EW2 

0,693 

EW3 

0,713 

EW4 

0,721 

Customer 

Satisfaction 

CS1 

0,740 

0,1547 

Valid 

CS2 

0,845 

CS3 

0,769 

Trust 

TR1 

0,847 

0,1547 

Valid 

TR2 

0,868 

TR3 

0,847 

Social Presence 

SP1 

0,867 

0,1547 

Valid 

SP2 

0,883 

Social Support 

SSI 

0,806 

0,1547 

Valid 

SS2 

0,880 

Information 

Quality 

IQ1 

0,827 

0,1547 

Valid 

IQ2 

0,831 

IQ3 

0,834 

Purchase 

Intention 

PI1 

0,835 

0,1547 

Valid 

PI2 

0,883 

PI3 

0,754 


4.1.2. ReliabilityTest 

In this reliability test is to measure the level of consistency or reliability of each indicator in 
each variable. Reliability test in this study uses the method of cronbach's alpha, where if the 
coefficient value of cronbach's alpha > 0.60, then the instrument / indicator used to measure 
the variable is reliable as can be seen in table IV. 
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Reability test 


Variabel 

Cronbach's Alpha 

N of Items 

Minimum Value 

Reabilitas 

Sharing 

0,640 

3 

0,60 

Reliable 

E-Wom 

0,668 

4 

0,60 

Reliable 

Customer Satisfaction 

0,691 

3 

0,60 

Reliable 

Trust 

0,811 

3 

0,60 

Reliable 

Social Presence 

0,693 

2 

0,60 

Reliable 

Social Support 

0,611 

2 

0,60 

Reliable 

Information Quality 

0,768 

3 

0,60 

Reliable 

Purchase Intention 

0,765 

3 

0,60 

Reliable 


4.1.3. Multiple Linear Regression Analysis 

At this stage is the stage to analyze to find out the relationship between independent variables 
with dependent variable, then multiple linear regression analysis is used. The results of 
processing data using SPSS v25 software as follows: 

Y = - 2,23 + 0 , 76 ^ + 0 , 221*2 + 0 , 327* 3 + 0 , 226* 4 + 0 , 144 * s + - 0 , 110* 6 
+ 0 , 206* 7 + s . 


4.1.4. Determination Coefficient (R square) 

The determination coefficient (r square) is used to find out the independent variables in the 
model to explain the dependent variable. The following is a table of the results of the 
coefficient of determination of the variables in this study. 


r square test 


Model 

Rsquare 

1 

0,523 


Based on the results of determinant coefficients that can be seen in table ix above, the 
value of efficiency determinants (r square) is 0.523, which explains that 52.3% increase in 
purchase intention on social commerce in indonesia can be explained by independent 
variables of this study. While the rest, which is equal to 47.7% is influenced and explained by 
other variables outside of this study. 

4.1.5. Test of Hypotheses 


1). Test Statistics t 

The t statistical test is conducted to find out whether there is a significant or no influence on 
the independent variable with the dependent variable individually, if the results of the t value 
are high, the higher the influence of the independent variable on the dependent variable. As 
can be seen in table VI the results of the regression analysis: 
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T statistics test 


Hypotheses 

Variable 

T table 

T count 

Sig 

Result 

HI 

Sharing -> Purchase Intention 

1,65481 

1,458 

0,147 

Rejected 

H2 

E-WOM -> Purchase Intention 

1,65481 

3,360 

0,001 

Accepted 

H3 

Customer Satisfaction -> Purchase 
Intention 

1,65481 

3,887 

0,000 

Accepted 

H4 

Trust -> Purchase Intention 

1,65481 

2,537 

0,012 

Accepted 

H5 

Social Presence -> Purchase 

Intention 

1,65481 

2,183 

0,031 

Accepted 

H6 

Social Support -> Purchase 

Intention 

1,65481 

-1,663 

0,098 

Rejected 

H7 

Information Quality -> Purchase 
Intention 

1,65481 

2,153 

0,033 

Accepted 


2). Test Statistics f 

At this stage is to do a statistical test Fby comparing the value of F count with the value of F 
table (2.16) and the results found that the value of F count in this research is 23,911. So that it 
can be concluded that there is a significant influence between the variables tested in this study 
because value of F count > F table. 

4.2. DISCUSSION 

At this stage it is a discussion of the influence and effect of each factor. The findings in the 
study show that sharing factors have no significant effect on purchase intention, these results 
contradict the findings of [11] which explain that sharing factors have a significant impact on 
purchase intention. [7] in his research explained that many consumers share products / 
services or pages from their business. Based on the results of the following findings it can be 
concluded that consumers may only share the content of the product / service pages that they 
think are interested, but do not affect others to make purchase intentions.The findings of the 
study indicate that there is a significant influence between e-worn on purchase intention. The 
findings are in line with the research conducted by [11]which explains that e-worn (electronic 
word of mouth) has a significant effect on buying intention. [37] in his study explained that e- 
wom had an important impact on purchase intention, because consumers believed in e-wom 
before they purchased any product. The characteristics of worn are face to face, while e-wom 
is online [26], because the characteristics of e-wom are online, so e-wom is not limited [27], 
so that every people can participate and access e-wom according to the needs they want 
wherever they are.The findings of this study indicate that customer satisfaction factors have a 
significant influence on purchase intention, this result is in line with research [12], which 
explains that customer satisfaction has a significant influence on purchase intention. Then 
(annabelle, 2013) also argues that customer satisfaction with the product will affect 
consumers' intention to buy. Therefore, social commerce companies must be able to focus on 
features to make consumers satisfied on the website, so that consumers can have the intention 
and continue to make purchases.The results of the findings in this study indicate that trust 
factors have a significant influence on purchase intention, this result is in line with the 
research conducted by [17] and [28], which explains that trust variables have a positive and 
significant effect on buying interest . If consumers believe in the marketplace where they 
make transactions, these consumers will continue to make purchases in the marketplace 
[29].Therefore, it can be concluded that the higher the level of consumer confidence, the 
higher the consumer's intention to make a purchase.The findings of this study indicate that 
social presence factors have a significant influence on purchase intention, this result is 
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supported by the findings of [30], which explains that there is a social presence influence on 
purchase intention. [31] also explains if there is a social presence on the website, can 
positively influence consumer intention to make a purchase. [30] explains that one of the 
social presence is a web social presence, where the website can provide a platform for 
interacting with sellers, allowing consumers to get the information they need in order to make 
the decision to buy. Therefore, if a social commerce website can present features that make 
consumers feel that there is a social presence on the site, then the higher the consumer's 
intention to buy on the social commerce website.The findings of this study indicate that social 
support factors have no significant effect on purchase intention. The findings [16] explain that 
social support influences consumers in making purchasing decisions. [32]explain that social 
support refers more to the experience of an individual who is cared for, responded to, and 
assisted by other individuals in a social group. . The findings of this study indicate that 
respondents feel that social commerce in indonesia (tokopedia, bukalapak, and shopee) still 
has no sense of social support in it, they feel that there is still a lack of support in the social 
commerce. Therefore, social commerce companies must consider this social support on their 
website, so that consumers feel more cared for, responded to, and helped. So that consumers 
feel helped and eventually they more often make purchases on social commerce.The findings 
of this study indicate that information quality factors have a significant effect on purchase 
intention. The more information provided on the social commerce website is right and 
relevant, consumers will easily get the information they need about the products / services 
they are interested in. Therefore, the seller must provide clear, quality, and up-to-date 
information to consumers so that the consumer is interested and has the intention to make a 
purchase. 

5. CONCLUSION 

Based on the results of discussion of research conducted in chapter IV, the authors can 
conclude the results of the study thatvariable E-WOM (X2), Customer Satisfaction (X3), 
Trust (X4), Social Presence (X5), and Information Quality (X7)has a significant influence on 
Purchase Intention on Social Commerce. While Variable Sharing (XI) and Social Support 
Variables (X6)does not have a significant effect on Purchase Intention on Social Commerce. . 

REFERENCES 

[1] R. Gatautis and A. Medziausiene, “Factors Affecting Social Commerce Acceptance in 
Lithuania,” Procedia - Soc. Behav. Sci., vol. 110, no. 2013, pp. 1235-1242, 2014. 

[2] L. Liu, C. M. K. Cheung, and M. K. O. Lee, “An empirical investigation of information 
sharing behavior on social commerce sites,” Int. J. Inf. Manage., vol. 36, no. 5, pp. 686- 
699, 2016. 

[3] S. Hassan, J. Toland, and M. Tate, “From Blogosphere to Social Commerce: A Laddering 
Analysis of Sellers’ Motivation,” in Proceedings of the 2016 49th Hawaii International 
Conference on System Sciences (HICSS), 2016, pp. 2146-2155. 

[4] C. Y. Li and Y. C. Ku, “The power of a thumbs-up: Will e-commerce switch to social 
commerce?,” Inf. Manag., vol. 55, no. 3, pp. 340-357, 2018. 

[5] S. Kim and H. Park, “International Journal of Information Management Effects of various 
characteristics of social commerce ( s-commerce ) on consumers ’ trust and trust 
performance,” Int. J. Inf. Manage., vol. 33, no. 2, pp. 318-332, 2013. 

[6] N. Hajli, The role of social support on relationship quality and social commerce, vol. 87. 
2014. 


http://www.iaeme.com/IJMET/index.asp 



editor@iaeme.com 



Andry Hartanto, Sfenrianto Sfenrianto, Bagas DityaAnggaragita and Ivan Mulia 


[7] I.-C. Chang, C.-C. Liu, and K. Chen, “The Push, Pull and Mooring Effects in Virtual 
Migration for Social Networking Sites,” Info. Sys. Jour., vol. 24, no. 4, pp. 323-346, 
2014. 

[8] G. Dennison, S. Bourdage-Braun, and M. Chetuparambil, “Social Commerce Defined,” 
IBM Corp., no. November, pp. 1-12, 2009. 

[9] James Richard and S. Guppy, “Facebook: Investigating the influence on consumer 
purchase intention,” Asian J. Bus. Res., vol. 4, no. 2, 2014. 

[10] B. Lu, W. Fan, and M. Zhou, “Social presence, trust, and social commerce purchase 
intention: An empirical research,” Comput. Human Behav., vol. 56, pp. 225-237, 2016. 

[11] S. Yildiz, E. Yildiz, and A. Tehci, “Influence of Facebook Applications on Consumer 
Purchase Intention: A Case Study of Generation Y,” 2016. 

[12] A. K. Noronha and P. S. Rao, “Effect of Website Quality on Customer Satisfaction and 
Purchase Intention in Online Travel Ticket Booking Websites,” vol. 7, no. 5, pp. 168-173, 
2017. 

[13] C. D. Park, "The e-Business Studies,” vol. 17, no. 6, pp. 157-173, 2016. 

[14] B. Bai, R. Law, and I. Wen, “The impact of website quality on customer satisfaction and 
purchase intentions: Evidence from Chinese online visitors,” Int. J. Hosp. Manag., vol. 27, 
no. 3, pp. 391-402, 2008. 

[15] N. Hajli, “International Journal of Information Management Social commerce constructs 
and consumer ’ s intention to buy,” Int. J. Inf. Manage., vol. 35, no. 2, pp. 183-191, 2015. 

[16] D. Puspawati, “Pengaruh Dukungan Sosial dan Interaktivittas Terhadap Keputusan 
Konsumen Melakukan Pembelian Melalui S-Commers,” Syariah Pap. Account., pp. 525- 
535,2014. 

[17] N. B. F. Shahnaz and Wahyono, “Faktor Yang Mempengaruhi Minat Beli Konsumen Di 
Toko Online,” Manag. Anal. J., pp. 389-399, 2016. 

[18] P. Y. Michelle, “Special Issue ELECTRONIC WORD OF MOUTH INFLUENCE ON 
CONSUMER PURCHASE INTENTION,” pp. 126-141, 2018. 

[19] M. Rostami, A. Alamtabriz, and M. Taher Porpartovi, “The Effect of Social Commerce on 
Customers’ Tendency to Buy,” Int. Acad. J. Bus. Manag., vol. 3, no. 14, pp. 1-14, 2016. 

[20] G. S. A. Khalifa, “Journal of Faculty of Tourism and Hotels, Fayoum University, Vol. (9), 
No. (2/2), Sept. 2015,” vol. 9, no. 9, pp. 194-223, 2015. 

[21] C. Park, Y. Wang, Y. Yao, and Y. R. Kang, “Factors Influencing eWOM effects: Using 
experience, credibility, and susceptibility,” Int. J. Soc. Sci. Humanit., vol. 1, no. 1, pp. 74- 
79,2011. 

[22] X. Liu, M. He, F. Gao, and P. Xie, “An empirical study of online shopping customer 
satisfaction in China: a holistic perspective,” Int. J. Retail Distrib. Manag., vol. 36, no. 11, 
pp.919-940, 2008. 

[23] F.-L. Hu and C. C. Huang, “Journal of Internet Banking and Commerce,” J. Internet Bank. 
Commer., vol. 15, no. l,pp. 1-11,2010. 

[24] Z. Huang and M. Benyoucef, “From e-commerce to social commerce: A close look at 
design features,” Electron. Commer. Res. Appl., vol. 12, no. 4, pp. 246-259, 2013. 

[25] A. Rofiq, J. M. Mula, and A. Scott, “Purchase Intention to Undertake e-Commerce 
Transactions in Developing Countries: Application of Theory of Planned Behavior in 
Indonesia,” in 2011 International Conference on Management and Service Science, 2011, 
pp. 1-4. 

[26] K. Ishida, L. Slevitch, and K. Siamionava, “The Effects of Traditional and Electronic 
Word-of-Mouth on Destination Image: A Case of Vacation Tourists Visiting Branson, 
Missouri,” Adm. Sci., vol. 6, no. 4, p. 12, 2016. 



http://www.iaeme.com/IJMET/index.asp 


editor@iaeme.com 



Consumer Behavior Analysis of Intention To Buy on Social Commerce In Indonesia 


[27] T. Hennig-Thurau, K. P. Gwinner, G. Walsh, and D. D. Gremler, “Electronic word-of- 
mouth via consumer-opinion platforms: What motivates consumers to articulate 
themselves on the Internet?,” J. Interact. Mark., vol. 18, no. 1, pp. 38-52, 2004. 

[28] L. C. Harris and M. M. H. Goode, “Online servicescapes, trust, and purchase intentions,” 
J. Serv. Mark., vol. 24, no. 3, pp. 230-243, 2010. 

[29] M. Mujiyana and I. Elissa, “ANAL1SIS FAKTOR-FAKTOR YANG MEMPENGARUHI 
KEPUTUSAN PEMBELIAN VIA INTERNET PADA TOKO ONLINE,” J@ti Undip J. 
Tek. Ind., vol. 8, no. 3, pp. 143-152, 2013. 

[30] Z. Iqbal, “The Role of Trust and Social Presence in Social Commerce Purchase Intention 
The Role of Trust and Social Presence in Social Commerce Purchase Intention,” Pakistan 
J. Commer. Soc. Sci., vol. 12, no. 1, pp. 111-135, 2018. 

[31] S. Dash and K. B. Saji, “The Role of Consumer Self-Efficacy and Website Social- 
Presence in Customers’ Adoption of B2C Online Shopping,” J. Int. Consum. Mark., vol. 
20, no. 2, pp. 33-48, 2008. 

[32] Hennig-Thurau, T., Wiertz, C., & Feldhaus, F. (2012). Exploring the “Twitter Effect:” An 
Investigation of the Impact of Microblogging Word of Mouth on Consumers’ Early 
Adoption of New Products. Available at SSRN, 2016548. 

[33] Annabelle Lee, "Influencing Factors, Satisfaction and Purchase Intention of Smartphone 
Apps: A Case of “LINE” Customers' Purchase Behavior”, B. A Thesis, Wenzao Ursuline 
University of Languages". 2013 

[34] Global social media research summary 2018. (2018, November 23). Retrieved May 25, 
2018, from https://www.smartinsights.com/social-media-marketing/social-media- 
strategy/new-global-social-media-research/ 

[35] Social Commerce at the End of 2016: Trends and Statistics. (2017, September 28). 
Retrieved June 30, 2018, from https://api2cart.com/ecommerce/social-commerce-end- 
2016-trends-statistics/ 

[36] Social commerce: How willing are consumers to buy through social media?. (2016, Maret 
23). Retrieved May 25, 2018, from https://www.marketingweek.com/2016/03/23/social- 
commerce-how-willing-are-consumers-to-buy-through-social-media/ 

[37] Sun-Jae Doh and Jang-Sun Hwang.CyberPsychology & Behavior.Apr 2009.ahead of 
printhttp://doi.org/10.1089/cpb.2008.0109 https://doi.org/10.1089/cpb.2008.0109 

[38] Kilas Balik Persaingan E-Commerce Indonesia Tahun 2017. (2017, Desember 21). 
Retrieved May 20, 2018, from https://iprice.co.id/trend/insights/kilas-balik-e-commerce- 
indonesia-2017/ 


http://www.iaeme.com/IJMET/index.asp ( 395 


editor@iaeme.com 



